I. Introduction
E -Shopping or online shopping is a form of electronic commerce which allows consumers to directly buy goods or services from a seller over the internet using a website browser. Alternative names are e-webstore, e-shop, e-store, internet shop, web-store, online store, online storefront and virtual store. Mobile Commerce (m-commerce) describes purchasing from online retailers mobile optimized online site applications. An online shop evokes the physical analogy of buying products or services at a bricks and mortar retailer shopping center the process is called the business to customer (B2C) online shopping. In the case where a business buys from another business, the process is called the business to business (B2B) online shopping. Online shopping brings new lane to promote, advertise products and services in the market.
Online consumers are always seeking new products, new attractiveness and the most important thing being price compatibility with their budget. The internet is the best way to save time and money through purchasing online within their range of budget at home or in anywhere. Online consumers don't have limits to online shopping. They also use the internet for a comparison of prices of goods and services, news, visit social networks and search information and so on. A recent survey on the online retail sector by The Associated Chambers of Commerce and Industry of India (ASSOCHAM) has revealed that 40 percent among those surveyed across cities like the aforesaid cities namely Delhi, Mumbai, Chennai, Bangalore, Kolkata, Ahmadabad, Chandigarh, Ludhiana, Lucknow, and Jaipur revealed prefer to shop online. In fact, the inclination among the youth is going to help the online retail industry to reach Rs. 7000 Crore mark by 2015, ASSOCHAM predicts. Mumbai is one of the tops among the 5 leading cities in online shopping in India, which is set to become the third largest nation of internet users in the next two years with a large chunk of youngsters eager to adapt new technologies to rapidly changing lifestyles. The online marketers are now developing strong customer base by offering enormous products and making the whole globe as a target market. Online marketers are budding out with innovative marketing strategies to build a large customer base by attracting towards them. In the event of boosting market share, these companies are involving in offering cash offers, discounts, clearance sale, exchange offers, free home delivery, 24x7 open sales, and service. The recent event conducted by Flipkart"s "BIG BILLION DAY" is the best example to highlight this. Around 1200 Crores turnover was witnessed in one single day from Flipkart and Snapdeal online sites which was marked as the historical event in the online business in India. This study focuses on how clearance sale is acting as a catalyst for sales of online marketers.
II. Literature review
Internet shopping gives a decent case of the business transformation. In China, web based business is presently encountering a time of quick advancement; the huge number of Internet clients gives a decent establishment to the extension of the web based shopping market. In this review, saw ease of use, saw security, saw protection, saw after-deals benefit, saw promoting blend, and saw notoriety were utilized for examination. This exploration was directed by utilizing the essential information source, and the overview strategy was utilized in the examination. This exploration found that there were connections between the apparent ease of use, saw security, saw protection, saw after-deals benefit, saw showcasing blend, saw notoriety and customers' mentality to embracing web based shopping in China. Nonetheless, just advertising blend and notoriety were found to essentially impact purchasers' disposition to receive web based shopping. The discoveries help us in comprehension shoppers' online buy habits.
According to Wolfinbarger and Gilly (1999), consumers make online shopping for both goal-oriented and experiential reasons, but goal-oriented motives are more common among online shoppers than are experiential motives. Greenfield Online suggested that online shoppers like to use Internet shopping because of its convenience and timesaving. This report found that convenience-oriented consumers prefer to buy on the Internet and experience-oriented consumers don"t. Li et al. (1999) proposed that frequent Web buyers are higher in the convenience orientation but lower in the experiential orientations than occasional Web buyers and no differences were assumed in the recreational orientation and the economy orientation. Bellenger and Korgaonkar (1980) suggest that consumers can be categorized into two types: recreational and convenience shoppers. They proposed that the social aspect of shopping motivates the recreational shopper. Some research proposed that online shopping is not attractive to consumers who prefer to social interaction or experience. Swaminathan, Lepkowska-White, and Rao (1999) found that consumers who are oriented to convenience is more likely to use the Internet to buy goods and consumers who value social interaction is less likely to use the Internet for shopping. Through these findings, it is assumed that consumers who want convenience are more likely to purchase on the Internet than consumers who like experiencing product. Consumers who are convenience-oriented are more likely to purchase online than those who are not. Consumers who are experience-oriented are less likely to purchase online than those who are not.
Haubl, G et al, (2004)
, uncertainties about the products and the shopping processes, the trustworthiness of the online seller, or the convenience and economic utility they wish to derive from electronic shopping determine the costs versus the benefits of this environment for consumers and shoppers. Khurana and Kahn et al., (2001) , Online shopping features can be either consumers" perception of functional and utilitarian dimensions, like "ease of use" and "usefulness", or their perceptions of emotional and hedonic dimensions like "enjoyment". R. K. Rajamma et al, (2008) the use of Internet is catching up and online shopping is considered as a relevant alternative channel for retailing in India, and it is now an important part of the retail experience. He has conducted an empirical study basically based on primary data but secondary data have also been collected from various sources (published and unpublished) including websites. Zhang, P et al, (2000), Investing in consumer satisfaction from the online experience and creating brand or site loyalty are critically important for companies that want to have a long run presence on the Web. There are two approaches taken to induce loyalty into consumers in an online context. One approach is to focus on concrete factors. For example, creating a convenient and well-designed online store and offering secure transactions are the keystones of satisfying e-consumers.
Objectives of the Study
 To study the consumer preferences on clearance sale of online products and services.  To identify the impact of media on purchasing decision of online products and services.  To analyze the awkwardness faced by the consumers while shopping online.
Research Methodology
The data for the research purpose has gathered from both primary data and secondary data. Secondary data is collected from research articles, books, references and so on. To gather the information through primary data a closed-ended structured questionnaire was issued to 210 respondents but only 165 was received by the researcher among them 134 were useful for further analysis. The questionnaire are prepared using five-points Likert scale ranging from point 1 to 5 representing strongly agree to strongly disagree as extreme points in the attitude measurement scale. Statistical data are analyzed using averages, percentage, ratio. The inferences are drawn using inductive principles.
Hypothesis: H1:
There is a significant relationship between Clearance sale and regular online shopping Results and Discussions: Source: Field Survey Table no . 4 showing that respondents use online shopping to buy personal purpose, i.e. 76.34% whereas, 10.75% use online shopping to buy business purpose and 12.90% use online shopping to buy both personal and business purpose. Source: Field Survey Table no.5 showing respondents using mode of payment, whereas majority of 52.69% respondents buying products from the mode of payment of cash on delivery, 26.88% of respondents using debit card for purchasing products from online, 10.75% of respondents using credit card for online purchase, 7.53% of respondents using the internet or mobile banking and few of them purchase using cheque or demand draft from the online shopping. Source: Field Survey Table no.6 showing respondents as per the factor influencing in decision to purchase goods from online, whereas, respondents agree and strongly agree with the categories of security, advertisement, reputation of company, guarantees, and warranties, delivery of time, variety of goods, good description of goods, goods packing and service from all these respondents are satisfied with above different fields and very few of them are strongly disagree with goods description, guarantees, and warranties and packing except these respondents are satisfies with online shopping. 8 showing reveals that majority of the respondents are satisfied with the clearance sales & services to provide online. 76.34% of the respondents are satisfied to the overall satisfaction with the services which are provided by online shopping, only 2.15% of the respondents contacted the customer service department of internet retailer with complaints and 21.15% of the respondents reveal nothing. Source: Field Survey
The above table highlights that the clearance is mooting the regular sales by the respondents. The respondents have become regular purchasers of online products and services. Evidently, 83.24 percentage of the respondents agrees on the above-said statement whereas very few respondents stay neutral. The reasons are many which include an expectation of offers and various other benefits. In paired test for consumers" preference online shopping in regular sale and clearance sale has a correlation of .616 which is greater than .05. Hence, it can assume that correlation of clearance sale and regular sale is relatively equal. To test if the difference is statistically significant or not the test reveals that null hypothesis is accepted and alternate hypothesis is rejected because p > .05 which is .616 with the significant value is .000. 4 . majority of 52.69% respondents buying products from the mode of payment of cash on delivery, 26.88% of respondents using debit card for purchasing products from online. 5. Respondents are agreed and strongly agree with the categories of security, advertisement, the reputation of a company. 6. 46.24% of the respondents reveal that they have not faced any difficulty. 7. The majority of the respondents are satisfied with the services to provide online. 76.34% of the respondents are satisfied to the overall satisfaction with the services which are provided by online shopping. 8. Most importantly from the research, it is proved that the clearance sale offered by the online marketers has made the respondents as a regular customer for online shopping. The impact is shown in the table where 83 percent of the respondents agrees on the same.
Hypothesis Testing Test 1: Correlation

Test 2: ANOVA
III. Conclusion
Consumer preference towards Online Shopping has clearly stated that there is a significant humiliate of online shopping in a present context. In this event, people started to accept the new lifestyle. The online shopping store is a recent development in the lifestyle of the people with the moving time and the demand of the hour. The online shopping stores are significantly increasing in more number. People are hesitant to purchase costly products, but now started to shop online along with this drastic change the clearance sale has become attractive offers for the people to accept online shopping since it offers better financial benefits for the greater value of the product and their needs and wants are fulfilled to the core. Especially students are purchasing more products of fiction and nonfiction, course and various competitive exams books are purchased. Few people like to stick to their traditional and local methods. The researcher reveals people started to accept new lifestyle and also aware online shopping methods.
